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PT Semen Gresik will continue to develop its product image as a premium product in order 
to maintain its position as a market leader, this strategy focuses on building a strong brand 
image and maintaining customer satisfaction to create sustainable purchasing intention. 
Currently, the national cement demand is unstable and difficult to predict, so it is necessary 
to evaluate the corelation between these variables. This research conducted to evaluate 
corelation among brand image, customer satisfaction and purchase intention. The 
population in this study is the customer of Gresik cement products located in area 1 of East 
Java which includes the areas of Surabaya, Gresik, Sidoarjo, and Mojokerto. The sampling 
technique in this study uses non-probability sampling, while the data collection method 
uses purposive sampling with 3 criteria, namely: 1) agent, retailer or shop, 2) has been a 
dealer for more than 2 years and 3) meets the criteria as a distributor or shop that active. 
The results of this study obtained 134 questionnaires, then carried out descriptive analysis 
and path analysis (path analysis) with data processing program Partial Least Square (PLS). 
The conclusions of this study are a) the brand image variable has a positive influence on 
the purchase intention and customer satisfaction variables, b) the customer satisfaction 
variable has a positive effect on purchase intention, c) customer satisfaction mediates the 
relasionship between brand image and purchase intention. 
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PT Semen Gresik terus berupaya untuk mebentuk image produknya sebagai produk 
premiun agar dapat mempertahankan statusnya sebagai market leader, strategi tersebut 
bertujuan untuk membentuk brand image yang kuat dan menjaga kepuasan pelanggan agar 
mampu menciptakan niat beli yang berkelanjutan. Saat ini permintaan semen nasional 
masih labil dan sulit diprediksi, sehingga perlu dilakukan evaluasi korelasi antar variabel 
tersebut. Penelitian ini dilakukan untuk mengevaluasi hubungan antara citra merek, 
kepuasan pelanggan dan niat membeli. Populasi dalam penelitian ini adalah pelanggan 
produk semen Gresik yang berada di wilayah 1 Jawa Timur yang meliputi wilayah 
Surabaya, Gresik, Sidoarjo, dan Mojokerto. Teknik pengambilan sampel dalam penelitian 
ini menggunakan non-probability sampling, sedangkan metode pengumpulan data 
menggunakan purposive sampling dengan 3 kriteria yaitu: 1) agen, pengecer atau toko, 2) 
telah menjadi dealer lebih dari 2 tahun dan 3) memenuhi kriteria sebagai distributor atau 
toko yang aktif. Hasil penelitian ini diperoleh 134 kuesioner, kemudian dilakukan analisis 
deskriptif dan analisis jalur (path analysis) dengan program pengolahan data Partial Least 
Square (PLS). Kesimpulan penelitian ini adalah a) variabel citra merek berpengaruh positif 
terhadap variabel niat membeli dan kepuasan pelanggan, b) variabel kepuasan pelanggan 
berpengaruh positif terhadap niat membeli, c) kepuasan pelanggan memediasi hubungan 
antara citra merek dengan niat membeli. 






CHAPTER I  
INTRODUCTION 
 
1.1 Background of Study 
In 2015, the national cement production reached 75.3 million tons, it is 
above the national consumption which only reached 62 million tons. Therefore, it 
can be seen that the national cement production capacity is above the national 
demand. Indonesian government is trying to support the increase in cement demand 
by realizing the Master Plan for the Acceleration and Expansion of Indonesian 
Economic Development (MP3EI). This can be seen in the State Revenue and 
Expenditure Budget (APBN) allocation for infrastructure development which has 
increased from year to year. The increase can be seen in 2014 and 2015, reallocation 
of the transfer of energy subsidy funds for infrastructure development, and in 2016, 
set the infrastructure fund to reach 300 trillion rupiah. This, of course, will have an 
impact on increasing national cement consumption. 
Indonesia's cement production capacity is estimated to reach 115 million 
tons per year by 2020. This capacity is 0.7 percent higher compared to the previous 
year. Meanwhile, the demand is estimated at 72 million, or an increase of 3 percent. 
Indonesia's cement production capacity has been greater during the last ten years 
than the demand (Lokadata, 2020). However, during the first semester of 2020, 
domestic cement consumption reached 27.15 million tons. This realization 
decreased by 7.7% when compared to the realization of cement consumption in the 
first semester of 2019, which reached 29.42 million tons. PT SIG Marketing & 
Supply Chain Director, Adi Munandir, estimates that the downward trend in 




Covid-19 pandemic. This is reflected in the growth of domestic cement demand in 
the July 2020 period, which was still corrected by -8.8% (Rahmawati, 2020). The 
following is the capacity and demand for Indonesian cement in 2010-2019 and 
forecasts in 2020: 










The Ministry of Industry said that almost all industrial sectors were 
negatively impacted by coronavirus or Covid-19, including the cement industry. 
This made economic activity suddenly changed. One of the visible impacts of the 
cement industry is the delay in infrastructure development due to the reallocation 
of the development budget in the APBN. As a developing country, the availability 
of cement as a building block for housing, roads, construction, and other facilities 
is very important. In addition, it is one of the keys to the smooth running of the 
wheels of national development, especially the construction of physical facilities, 



































Table 1 shows the incompatibility projection based on production capacity 
and the decline in domestic cement demand in 2020. It has resulted in PT SIG facing 
very tough competition with private and foreign competitors in their own country. 
Because it was noted that, in 2019, there were several new players such as Siant 
Cement, Anhui Conch Cement, Ultratech, and Jui Shin Indonesia. Semen Gresik 
has become a flagship product of PT SIG, the market leader in the domestic market 
for the past few years. Semen Gresik, the market leader in Java, markets cement in 
bulk and in bags with a composition of 20% and 80%, respectively. PT Semen 
Gresik is currently pursuing a strategy to maintain its market share in East Java, a 
new brand to compete with new players, namely Hongshi Holdings (Semen Singa 
Merah). It aims to protect the Semen Gresik brand as a premium brand in East Java 
and avoid price wars in the region. The company does not intend to reduce the 
selling price of Semen Gresik in line with the arrival of new cement in East Java 
because Semen Gresik already controls 75% market share in East Java (Situmorang, 
2020). 
In addition, Semen Gresik also continues to strengthen synergies with 
distributors and retailers or shops. The company intensively holds consumer 
gatherings in all of Semen Gresik's marketing areas, including in Area 1, East Java, 
because the highest sales of Semen Gresik in East Java are still contributed by sales 
from area 1, which includes Surabaya, Gresik, Sidoarjo, and Mojokerto (Thenu, 
2015). However, the production of the national cement industry as of September 
2020 fell again amid the Indonesian recession. Therefore, in the span of 90 days to 
2021, the manufacturer ensures that the production volume throughout 2020 will be 




Java, has not improved. The low national cement consumption caused cement 
production as of September to contract by 600,000 tons. As a result, cement 
production during January-September 2020 was experienced a deficit of 4.3 million 
tons or 9 percent lower annually (Arief, 2020). A decline followed in Semen Gresik 
sales from 2019 to the second quarter of 2020. 
This phenomenon causes PT Semen Gresik as a subsidiary of PT SIG to 
have an important task, namely maintaining the brand image of Semen Gresik as 
premium cement, because superior product brands that are well known can attract 
more consumers and can be used to increase customer satisfaction (Sezgen et al., 
2019). This research is the result of a strategic plan carried out by PT Semen Gresik 
who wants to continue to make Semen Gresik a market leader while maintaining its 
image as a premium product. In addition, PT Semen Gresik must always increase 
customer satisfaction by holding regular customer meetings. This should be done 
continuously by Semen Gresik to increase its market share. In 2020, Semen Gresik 
has decreased the number of production and sales. Semen Gresik must pay attention 
to its brand image and increase customer satisfaction so that customer purchase 
intentions can be formed continuously. 
Purchase intention is important because competition for cement products is 
very fierce and the presence of various new brands both domestically and 
internationally gives consumers a wide choice. Purchase intention is a person's 
tendency to buy a certain product because it is considered attractive or special. 
Purchasing decisions taken by consumers are highly considered by companies so 
that the image of consumers towards a product has a very important role (Wang & 




so that there is a need to do something, hence PT. Semen Gresik must pay attention 
to consumers' buying intentions in order to keep Semen Gresik as the market leader, 
known as high quality premium cement. Consumers will always consider the 
benefits obtained by the number of costs incurred. The benefits obtained from these 
products will provide a good image to influence the decision to buy the product 
(Sánchez-Fernández et al., 2007). Perceptions from consumers can be created 
because of a brand image that is always attached to the product. Therefore, purchase 
intention can also be determined by the brand image. The use of products with 
certain brands and a long duration of time can make consumers consistent in using 
these products (Aaker, 1996). The brand image gives the effect of repetition of 
purchases made by consumers to take actions related to the level of purchase that 
can be increased (Assael, 1998). In Erdil (2015), Grewal et al. (1998) find that brand 
image had a positive relationship with purchase intention, but Anggraeni (2016) 
found different results that brand image did not significantly influence purchase 
intention. 
Customer satisfaction is a response that evaluates the perceived conformity 
or mismatch between previous and actual expectations after purchasing a product 
(Tse & Wilton, 1988). In the evaluation process, customers will feel the benefits of 
these products (Hapsari et al., 2016; Ryu & Kim, 2008; Razavi et al., 2012). 
Customer satisfaction can also be influenced by brand image. With the benefits that 
customers actually feel, many marketing managers try to do attractive branding to 
satisfy customers (Hosseini and Behboudi, 2017). Supporting findings have been 
carried out by Dash et al.,  (2021), Hosseini and Behboudi (2017), and Dunuwille 




satisfaction, but different results are shown by Lahap et al. (2016) who found that 
brand image does not affect customer satisfaction. Customer satisfaction itself is an 
important factor for the likelihood, plan, or willingness of customers to buy more 
products in the future (Dodds et al., 1991; Schiffman and Kanuk, 2007). It is also 
the main reason why customer satisfaction variables are widely used as mediating 
variables in several previous studies that have been done. Purchase intention will 
continue to increase if customer satisfaction is well formed. Some researchers found 
the same findings, in which customer satisfaction has a positive effect on purchase 
intention (Purbasari & Permatasari, 2018; Alavi et al., 2016; Kuo et al., 2009). 
However, it is different from the findings of Ramadhan and Santosa (2017), which 
state that there is a negative relationship between customer satisfaction and 
purchase intention. The findings of these previous researchers formed a research 
gap that made researchers want to further examine the relationship between brand 
image, customer satisfaction and purchase intention. 
PT Semen Gresik arranges strategic efforts to build a brand image of Semen 
Gresik as a premium product and maintain customer satisfaction to create 
sustainable purchase intentions. However, gaps arise from the results of previous 
researchers who state different findings. Therefore, the current researchers are 
interested in filling the gaps by the results of this study and knowing the relationship 
between brand image, customer satisfaction, and purchase intention of Semen 
Gresik products. Currently, the national cement demand is unstable and difficult to 
predict; thus, now is the right time to examine the relationship among these 
variables. Brand image is the independent variable in this study, while customer 




variable.  Therefore, the findings of this study, hopefully would provide benefits to 
science based on previous researchers. 
 
1.2 Statement of The Problem 
From the business phenomena that have been described previously, it can 
be concluded that the formulations of the problems raised in this study are as 
follows: 
1. Does the brand image have a positive effect on customer purchase intention 
of Gresik cement? 
2. Does the brand image have a positive effect on customer satisfaction of 
Gresik cement? 
3. Does customer satisfaction have a positive effect on customer purchase 
intention of Gresik cement? 
4. Does customer satisfaction mediate a positive relationship between brand 
image and customer purchase intention of Gresik cement? 
 
1.3 Research Objectives 
The objectives of this study based on the formulation of the existing 
problems are to find out: 
1. The effect of brand image on customer purchase intention of Semen Gresik. 
2. The effect of brand image on customer satisfaction of Semen Gresik. 





4. The effect of the relationship between brand image on purchase intention 
mediated by customer satisfaction of Semen Gresik. 
 
1.4 Research Benefits 
1.4.1 Theoretical Benefits 
The result of this study aimed to provide benefits and input in marketing 
management theory. The theoretical benefits of this study include: 
a. To enrich the literature on theories and findings related to a product 
image, customer satisfaction, and purchase intention. 
b. Developing measurement indicators obtained from conceptual models 
to explain the relationship between variables is expected to be useful for 
the growth of marketing management science. 
1.4.2 Practical Benefits 
The results of this study are expected to be a positive input for PT Semen 
Indonesia, especially PT Semen Gresik as a subsidiary to be able to take 
comprehensive steps to increase or protect the market share in East Java by 
optimizing the effectiveness of the brand image on customer satisfaction and 










 LITERATURE REVIEW 
 
2.1 Theoretical Framework 
2.1.1 Consumer Behavior  
According to Hawkins, Best, and Coney in Supranto and Limakrisna (2007), 
consumer behavior is the study of individuals, groups or organizations and the 
processes they use to select, secure, use, and dispose of products, services, 
experiences or ideas to satisfy needs and the impact that these processes have on 
the consumer and society. Engel (1995) defines consumer behavior as the acts of 
individuals directly involved in obtaining, consuming, and using economic goods 
and services, including the decision processes that precede and determine these acts. 
The American Marketing Association defines consumer behavior as the dynamic 
interaction of effect and cognition, behavior, and environmental events by which 
human beings conduct the exchange aspect of their lives. There are at least three 
important ideas in the definition as mentioned above: (1) consumer behavior is 
dynamic; (2) it involves the interaction between effect and cognition, behavior, and 
environmental events; and (3) it involves an exchange (Peter and Olson, 2003). 
According to Mowen (1995), consumer behavior is defined as the study of 
the buying units and the exchange processes involving consumption and the 
exchange of goods, services, experiences, and ideas. Kotler (2006) asserts that 
consumer behavior studies how individuals, groups, and organizations select, buy, 
use, and dispose of goods, services, ideas, or experiences to satisfy their needs and 




consumer behavior, marketers can determine the right marketing strategies and 
identify what products or services the consumers like and determine which products 
or services will be easier to sell. 
Consumer behavior refers to the individual activities that involved obtaining 
and using goods and services, including the decision-making process in the 
preparation and determination of those activities. The definition of consumer 
behavior by Sumawarman (2003) emphasizes two important elements, namely the 
decision-making processes and physical activities, which involve individuals in 
assessing, obtaining, and using economic goods and services.   
Kotler (2005) also revealed that consumer behavior in the purchase decision 
is influenced by several factors, namely cultural, social, personal, and psychological 
factors. The essence of the consumer behavior model, according to Philip Kotler, is 
that consumers receive stimuli, and then there are responses made by consumers. 
Stimuli of the marketing mix consist of 4Ps (Product, Price, Place, Promotion) and 
other stimulants that can influence consumers and result in consumer decision based 
on consumer characteristics and decision processes. The following figure will 










The following figure will provide an easier explanation about the consumer 
behavior model:  
 
Source: Kotler (2006) 
 
Another model that examines motivation for consumption is Huffman, 
Ratneshwar and Mick’s (2000) in (Trail, 2018) Hierarchical Model of Consumer 
Goals (Figure 2.2). They suggested that individuals have six hierarchically ordered 
goal levels: Life Themes & Values, Life Projects, Current Concerns, Consumption 
Intentions, Benefits Sought, and Feature Preferences. Those goals that are more 
central to the individual’s existence and represent the individual’s personal ideals 
are labeled “Being.” Those goals that are immediate, or in the present, are 
represented by the concept “Doing.” The goals that focus on the external entity’s 
attributes are labeled “Having.” Life themes are based on an individual’s personal 
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individual, which the individual tries to incorporate into a coherent whole. Both life 
themes and values are invariant, stable, and represent the core conception of the 
self. They also guide selection of lower order goals and behavior. 
Figure 2. 2 Hierarchial Model of Consumer Goals 
 
Huffman et al. (2000) in (Trail, 2018) suggested that life projects are the 
creation and maintenance of key role identities. These roles vary to some extent 
over the life span as events change. Let us use Joe Fan as an example. When Joe 
got married, he took on the role of husband. When his first child was born, he took 
on the role of father. When he got his first coaching job, he took on the role of 
coach. Each of these identities can change to greater or lesser extents based on 
situations and life events. They also interact to influence each other (Trail, 2018). 





1. Cultural factors. Culture is a fundamental determinant of a person's wants and 
behavior. Culture consists of smaller subcultures that provide more specific 
identification and socialization for the members. Subcultures can be divided into 
four types: nationality, religion, race, and geographic region. Social class, a 
relatively homogeneous group lasting a long time in a society, is arranged 
hierarchically, with the memberships having similar values, interests, and 
behaviors. 
2. Social factors. Social factors consist of (1) the reference group, which refers to 
all groups that have a direct (face to face) and indirect influence on a person's 
attitudes and behavior, (2) family, and (3) the role and status of a person in the 
group.   
3. Personal factors. Personal factors consist of age, stages in the life cycle, 
occupation, economic condition, lifestyle, personality, and self-concept. 
4. Psychological factors. Psychological factors consist of motivation, perception, 
learning process, beliefs, and attitudes. 
Consumer behavior is related to what consumers do before buying goods or 
services and after consuming them. In line with Engel (1995) claims that consumer 
behavior refers to the acts done to obtain, consume, and dispose of products and 
services, including the decision processes that precede and determine these acts. 
Sumarwan (2002) reveals that consumer behavior is essential to understand 
why consumers do what they do. Thus consumer behavior is all activities, actions, 
and psychological processes that drive those actions before buying, when buying, 




Nugroho (2003) states that consumer behavior deals with the acts directly 
involved in obtaining, consuming, and disposing of products and services, including 
the decision making processes that precede and determine these acts. Kotler (2006) 
asserts that consumer behavior studies how individuals, groups, and organizations 
select, buy, use and dispose of goods, services, ideas, or experiences to satisfy their 
needs and desires.  
 
2.2 Brand Image 
2.2.1 Definition of Brand Image 
Brand image is the set of beliefs, ideas, and impressions that a person holds 
regarding an object. Therefore, consumer attitudes and actions towards a brand are 
largely determined by the image of the brand (Kotler & Keller, 2009). 
According to Kotler (2007), brand image is the perception and beliefs held 
by consumers, as reflected in the association embedded in consumer memory. 
Kotler (2002, p. 225) also adds that brand image is a requirement for a strong brand, 
and the image is a relatively consistent perception in the long term (enduring 
perception). Thus, it is not easy to build an image. When it is built, it will be difficult 
to change it. The image must be clear and have advantages when compared to its 
competitors. When the differences and advantages of the brand are compared to 
others, the brand position emerges. Tjiptono (2005,p. 49) explains that brand image 







2.2.2 Process of Building Brand Image 
According to Kotler and Keller (2007), measuring brand image is 
subjective, indicating that there are no standard provisions for measuring brand 
image. The measurement of brand image can be done based on the aspects of a 
brand, namely strength, uniqueness, and favorability. 
a)  Strength, in this case, is the physical advantages possessed by a brand which 
are not found in others. The advantages of this brand refer to the physical 
attributes of the brand so that it is usually considered an advantage compared 
to other brands. The advantages included in strength are the physical 
appearance of product, functionality of all product facilities, the price of 
product, and the appearance of supporting facilities of product.  
b) Uniqueness is the ability to differentiate a brand among other brands. This 
unique impression arises from the product attributes. Having a unique 
impression means that there is a difference between one product and another. 
Uniqueness includes the variation in services that are usually provided by a 
product, the variation in the price of related products, and the difference of 
physical appearance of a product. 
c)  Favorability leads to the brand's ability to be easily recalled by consumers. 
Favorability includes the easy pronunciation of the brand, the brand’s ability 
to be recalled by customers, as well as the suitability of the brand impression 
on the customer's mind with the image the company wants for the brand. 
2.2.3 Factors in Building Brand Image 
Schiffman and Kanuk (1997) describe the factors that make up the brand 




a. Quality. It relates to the quality of products offered by the manufacturers of 
certain brands. 
b. Trustworthy or reliable. It relates to the opinions or agreements made by the 
community about products which they consume. 
c. Use or benefit. It relates to the function of a product that consumers can use. 
d. Service. It relates to the responsibility of the manufacturers in giving 
services to consumers. 
e. Risk. It relates to the size of the consequences or profits and losses that 
consumers may experience. 
f. Price. In this case, it relates to the high and low or the amount of money 
spent by consumers to influence a product and affect the long-term image. 
g. Image. owned by the brand itself, image is a view, agreement, and 
information relating to a particular brand of a particular product. 
Consumers who are accustomed to using certain brands tend to have 
consistency towards the brand image. The brand image includes associations that 
consumers have, namely all thoughts, feelings, and comparisons - even colors and 
smells that are mentally linked to a brand in the minds of consumers (Aaker, 1996). 
 
2.3 Customer Satisfaction 
2.3.1 Definition of Customer Satisfaction 
Many experts have provided definitions of customer satisfaction. For 
example, Day (in Tse & Wilton, 1988) defines customer satisfaction/dissatisfaction 




between previous expectations (or other performance norms), and the actual 
performance of the product felt after use. 
Engel et al., (1990) reveal that customer satisfaction is a post-purchase 
evaluation in which the chosen alternative at least gives the same outcome or 
exceeds the customer expectations. In contrast, dissatisfaction arises if the results 
obtained do not meet customer expectations. Wilkie (1990) defines satisfaction as 
an emotional response to evaluating the experience of consuming a product and 
service. 
2.3.2 Levels of Customer Satisfaction 
According to Philip Kotler (2000), customers may experience one of the 
levels of satisfaction, namel 
1. If the performance is lower than the customer expectation, the customers will 
feel dissatisfied because the expectation is higher than what they receive from 
the service provider. 
2. If the performance matches the customer’s expectation, the customers will feel 
satisfied because the expectation matches what the customers receive from the 
product provider. 
3. When the performance exceeds the customer expectation, the customers will feel 
very satisfied because what they receive is more than what they expect. 
2.3.3 Measurement of Customer Satisfaction 
Nurlinda (2013) reveals that there is no single best measurement of 
customer satisfaction is universally agreed upon. However, among the various ways 




1. Overall customer satisfaction   
The simplest way to measure customer satisfaction is to directly ask customers 
how satisfied they are with a specific product or service. Generally, there are 
two parts to the measurement process: firstly, by measuring the level of 
customer satisfaction with the company's products or services; secondly, by 
assessing and comparing the overall level of customer satisfaction with 
competitors' products and services. 
2. Dimensions of customer satisfaction 
Various studies sort customer satisfaction into its components. Generally, such 
a process consists of four steps. Firstly, identify the key dimensions of customer 
satisfaction. Secondly, ask customers to rate the company's products and 
services based on specific items such as speed of service or friendliness of staff 
serving customers. Thirdly, ask customers to rate competitors' products or 
services based on the same specific items. Lastly, ask customers to determine 
which dimensions they think are the most important in assessing overall 
customer satisfaction. 
3. Confirmation of expectations 
In this concept, satisfaction is not measured directly, but it is concluded based 
on the suitability/mismatch between customer expectations and its actual 
product performance. 
4. Repurchase interest   
Customer satisfaction is measured behaviorally by asking whether customers 
will buy or use the company's services again. 




In the case of a product in which repurchasing takes a relatively long time (such 
as cars, houses, computers, world tours), the customer's willingness to 
recommend the product to friends or family is the most important measurement 
to analyze and act. 
6. Customer dissatisfaction 
Several aspects are often reviewed to identify customer dissatisfaction, 
including complaints, product returns, warranty costs, recall, negative word of 
mouth, and defects. 
To measure customer satisfaction, Reynolds et al. (2012); Alavi et al. (2016) 
state that several indicators can be used, namely 1) purchase decision, 2) having the 
same feeling when buying the same product, 3) choosing the right product, 4) 
having the right feeling to buy the product, 5) doing the right thing by buying the 
product, and 5) feeling satisfied when buying it. 
 
2.4 Purchase Intention 
2.4.1 Definition of Purchase Intention 
Purchase intention, according to Assael (1998), is the tendency of 
consumers to buy a brand or take actions related to purchases as measured by the 
consumer's possibility of making a purchase. According to Wang (2014), purchase 
intention can be defined as a customer’s posibility to buy a certain product. The 
greater the intention, the higher possibility the customers will buy a product, even 
though they will not necessarily buy it. It is also stated that purchase intention is a 





Purchase intention represents consumers who have the possibility, plan, or 
willingness to buy a product or service in the future. Therefore, the increase in 
purchase intention increases the possibility of purchase (Dodds et al., 1991; 
Schiffman and Kanuk, 2007). 
Assael (1998) defines purchase intention as the tendency of consumers to 
buy a brand or take actions related to purchases as measured by the possibility of 
consumers to making a purchase. Semuel (2014) states that purchase intention is a 
situation in a person in the subjective probability dimensions, which includes the 
relationship between the person himself and several actions. Purchase intention 
refers to the result of a visible action in a situation, a predicted interest in making a 
specific concrete response. 
According to Semuel (2014), buying interest can be identified through the 
following indicators: 
a. Transactional interest is a person's tendency to buy a product. 
b. Referential interest is a person's tendency to refer or recommend products 
to others. 
c. Preferential interest is an interest that describes a person's behavior who 
has a primary preference for the product. This preference can only be 
changed if something happens to the preferred product. 
d. Exploratory interest is an interest that describes the behavior of a person 
who is always looking for information about the product he is interested 






2.4.2 Process of Purchase Intention 
The AIDA model is an element of purchase intention, as described by Kotler 
(2000). The AIDA model consists of: 
a. Attention. It relates to the relationship between consumers and products. 
In this case, the company can pay attention to consumers by taking an 
approach to be aware of the existence of the product and its quality. 
b. Interest. It relates to the consumer's sensitivity to the product. In this 
stage, the company creates and develops the consumer’s sense of interest 
in the product. The company tries to make its products attractive to 
consumers, so that they have a curiosity that can lead to their interest in 
a product. 
c. Desire. The consumer desires to try and own the product. The consumer’s 
curiosity about the product is directed towards the interest to buy. 
d. Action. It is the consumer’s action to make a purchase decision. 
According to Kotler and Keller, the consumer purchasing decision process, 
as translated by Molan (2009), consists of: 
a. Post-purchase satisfaction 
Consumers use the basis of their expectations on the information they 
receive about the product. If the reality they find is different from what is 
expected, they will feel dissatisfied. In contrast, when the product meets 
expectations, they will be satisfied. 
b. Post-purchase action 
Satisfaction and dissatisfaction with the product will influence consumers’ 




possibility of repurchasing (buying back) the product. On the contrary, 
dissatisfied customers may discard or possibly return the product. 
Marketers can use a variety of ways to reduce this dissatisfaction. For 
example, post-purchase communication with buyers has been shown to 
reduce product returns and order cancellations. Besides, it is also a great 
way to maintain customers, such as using a suggestion system, sending a 
letter or calling people who have bought the product. 
 
2.5 Previous Study   
2.5.1 Relationship between Brand Image and Purchase Intention   
Wang & Tsai (2014) conduct a study to investigate the relationship and 
effects of brand image, perceived quality, perceived risk, perceived value, and 
purchase intention, and examining the effects of demographic variables on those 
five dimensions. The findings show a significant relationship between brand image, 
perceived quality, value, and purchase intention. In addition, several demographic 
variables brought significant differences to those five dimensions. Finally, the 
results of structural equation modeling indicate positive and direct effects between 
brand image, perceived quality, perceived value, and purchase intention. The brand 
image increases investors' purchase intention. Purchase intention was influenced 
primarily by perceived quality, not by perceived risk. In conclusion, there is a 
significant positive relationship between brand image and purchase intention. 
Erdil (2015), in his study entitled Effects of Customer Brand Perceptions on 
Store Image and Purchase Intention: an Application in Apparel Clothing, examines 




investigated the effects of price image, brand image, and perceived risk on store 
image and consumer purchase intention in the clothing sector. The data were 
collected through a questionnaire that was distributed in face-to-face interviews. 
This study revealed 146 retail buyers who were supported by the direct effect of 
price image, brand image, and perceived risk when purchase intention emerged. It 
was also found an empirical evidence about the mediating effects of store image on 
the relationship between image price, perceived risk, and purchase intention. 
Another result also show that brand image has a significant positive effect on 
customer’s purchase intention. 
2.5.2 Relationship between Brand Image and Customer Satisfaction  
Ryu and Kim (2008) conducted a study to explain the relationship between 
fast restaurant image, perceived value, customer satisfaction, and behavioral 
intention in the restaurant industry. The findings show that the overall image of the 
fast casual restaurant significantly affects the perceived value. Furthermore, the 
image of the overall fast casual restaurant and perceived value had important roles 
in influencing customer satisfaction. In addition, restaurant image, perceived value, 
and customer satisfaction were significant predictors of customer behavioral 
intentions. Finally, customer satisfaction could partially mediate the relationship 
between the fast food restaurants' overall image/perceived value and behavioral 
intentions. This study concludes that there was a significant positive relationship 
between perceived value and image on customer satisfaction. 
Dunuwille and Pathmini (2016) conducted a study to examine the 
relationship between brand image and customer satisfaction in the mobile market 




awareness was the most significant factor related to customer satisfaction. The 
result also illustrates a significant impact of all independent variables (PQ, BL, BW, 
BA) on customer satisfaction in the cellular phone market. Recommendations were 
given to marketers and managers in the mobile industry to achieve high customer 
satisfaction by building a strong brand image. 
Dash et al., (2021) found that brand identity and image have a positive and 
significant impact on customer satisfaction and purchase intent. Contrary to 
previous observations, however, brand integrity and brand interaction are not 
significant predictors of customer satisfaction and purchase intent. In line with the 
results of previous studies, this study found that customer satisfaction has a 
significant positive effect on purchase intent. While this work strongly supports 
many of the previously observed theoretical relationships of marketing elements, it 
also questions some strongly applicable relational hypotheses. In practice, 
marketers, especially in emerging economies and sectors, seem to be more focused 
on brand identity and image. 
Hosseini and Behboudi (2017) conducted a study to investigate brand trust 
and the effect of brand image on healthcare users. Today, health managers and 
activists show an increasing trend for marketing and branding to attract and satisfy 
customers. This study provided in-depth insights into healthcare marketing. 
Additionally, identifying the significant components associated with healthcare 
branding helped healthcare managers and workers create and protect their brand, 
leading to increased profitability resulting from increased consumer satisfaction. In 




the findings suggest that brand image had a significant effect on customer 
satisfaction. 
2.5.3 Relationship between Customer Satisfaction and Purchase Intention  
Purbasari and Permatasari (2018) conducted a study to identify the effects 
of service quality and customer satisfaction on repurchase. The method used in this 
study was quantitative. It involved Yogya Grand Cirebon consumers, with a total 
sample of 100 respondents by using the purposive sampling technique. The data 
were collected using questionnaires, in which the Likert scale was used as the 
measuring instrument. The data were analyzed using multiple regression. The 
results show a significant influence between service quality and customer 
satisfaction on the repurchase, both partially and simultaneously. 
Alavi et al. (2016) conducted a study purposed to examine CDM style as an 
antecedent and predictor of satisfaction and purchase intention levels. Based on the 
consumer-style inventory, the eight CDM styles shown individually during 
activities at shopping malls were proposed in terms of utilitarian and hedonic 
perspectives. The empirical assessment supported that the hedonic shopping style 
of consumers who showed high levels of habit, brand awareness, fashion 
awareness, conscious recreational style had lower levels of satisfaction and 
purchase intention during shopping at malls. In contrast, consumers with new and 
fashion awareness had lower satisfaction levels, but they did not reveal lower 
purchase intention. Furthermore, there was a positive relationship between 
satisfaction and purchase intention. 
Kuo et al. (2009) conducted a study to evaluate the service quality of value-




between service quality, perceived value, customer satisfaction, and purchase 
intensity. The main findings were as follows: (1) service quality positively affected 
perceived value and customer satisfaction; (2) perceived value positively influenced 
customer satisfaction and post-purchase intention; (3) customer satisfaction 
positively affected post-purchase intention; (4) service quality has an indirect 
positive effect on post-purchase intention through customer satisfaction or 
perceived value; (5) among the service quality dimensions, "customer service and 
system reliability" had the most effect on perceived value and customer satisfaction, 
and the effect of "content quality" ranked the second; (6) the proposed model was 
proven by its effectiveness in explaining the relationship between service quality, 
perceived value, customer satisfaction, and purchase intensity in value-added 
cellular services. These findings conclude that the customers’ perceived value and 
satisfaction significantly positively affected purchase intention. 
From several previous researchers, the researchers obtained that there was 
a research gap that occurred between several existing findings, the following are 
the research gaps in this study : 
Table 2. 1 Research Gap 




Brand image has a significant 
positive effect on purchase 
intention. 
Wang & Tsai (2014) 








Brand image has a significant 
positive effect on customer 
satisfaction 
Dash et al., (2021) 
Hosseini & Behboudi (2017) 
Dunuwille & Pathmini (2016) 






Customer satisfaction has a 
significant positive effect on 
purchase intention 
Purbasari & Permatasari (2018) 
Alavi et al., (2016) 
Kuo et al., (2009) 






Customer satisfaction acts as a 
mediating variable 
Alavi et al., (2016) 






The following is a list of the results of previous studies, which is presented 
in Table 2.2: 
Table 2. 2 Results and Previous Studies 
























A significant relationship 
between brand image, perceived 
quality, perceived value, and 
purchase intention 
2 Erdil (2015) Effects of 
Customer Brand 
Perceptions on 
Store Image and 
Purchase 









intention   
There was empirical evidence 
about the mediating effect of 
store image on the correlation 
between price image, perceived 
risk and purchase intention. 
Another result of this study was 
that brand image had a 
significant positive effect on 
customer purchase intention.  




















The findings showed that the 
overall image of the fast-casual 
restaurant significantly affected 
the perceived value, and that 
overall image of the fast-casual 
restaurant and perceived value 


















Recommendations were given to 
marketers and managers in the 
mobile phone industry to 
achieve high customer 
satisfaction through building a 
strong brand image.   















Findings indicate that brand 
identity and brand image are 
significant factors in determining 
customer satisfaction and 
purchase intention. Furthermore, 
the impact of customer 
satisfaction on purchase 
intention is highly significant. 
Unexpectedly, and counter-
intuitively, there was not a 
significant relationship between 
brand integrity or brand 




satisfaction and purchase 
intention.  
6 Hosseini and 
Behboudi 
(2017) 
Brand trust and 








This study provided in-depth 
insights into healthcare 
marketing. The findings 
suggested that brand image had a 
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Repurchasing   
The result showed that there was 
a significant effect of service 
quality and customer satisfaction 
on repurchasing both partially 
and simultaneously.  
















The empirical assessment 
supported that the consumers 
with hedonic shopping style, 
high level of habit, brand 
awareness, fashion awareness, 
recreational conscious style had 
lower level of satisfaction and 
purchase intention during 
shopping at malls, while the 
consumers with new style and 
fashion awareness had lower 
level of satisfaction, without 
exposing lower purchase 
intention.  




















The main findings were as 
follows: (1) service quality 
positively affected perceived 
value and customer satisfaction; 
(2) perceived value positively 
affected customer satisfaction 
and post-purchase intention; (3) 
customer satisfaction positively 
affected post-purchase intention.    
 
2.6 Relationship among variables 
2.6.1 Relationship between brand image and purchase intention   
 Consumers who are accustomed to using certain brands tend to have 
consistency towards that brand image. The brand image includes associations that 




smells that are mentally linked to a brand in the minds of consumers (Aaker, 1996). 
The quality of goods offered by manufacturers with certain brands greatly affects 
the high and low levels of the brand image (Schiffman and Kanuk, 1997). As the 
brand image conveys information about product / service quality, quality-price 
matching cues, and memories of service quality, a brand sold in a store builds a 
unique understanding and perception of the store image in the minds of consumers. 
which then turn into repetition. purchasing behavior. Therefore, it is important for 
a store to identify with the right combination of the brands it sells and / or the private 
label it offers to consumers (Erdil, 2015). With the existence of a brand image, the 
tendency of consumers to buy a brand or take actions related to purchases as 
measured by the level of possibility of making purchases can be increased (Assael, 
1998). In Erdil (2015), Grewal et al. (1998) find that brand image has a positive 
relationship with purchase intention. 
2.6.2 Correlation between brand image and customer satisfaction  
 Usefulness or benefits associated with the function of a product that 
consumers can utilize is one of the factors for building a brand image (Schiffman 
and Kanuk, 1997). With the benefits that customers truly feel, it can increase 
customer satisfaction. Hosseini and Behboudi (2017) find that an important 
branding component helps managers create and protect brands in order to increase 
profitability resulting from greater consumer satisfaction. It shows that the 
implementation of branding by the company can increase customer satisfaction. 
Previous studies conducted by Dash et al., (2021), Hosseini and Behboudi (2017), 




effect on customer satisfaction. It is in line with the theoretical review that has been 
presented. 
2.6.3 Correlation between customer satisfaction and purchase intention  
 The simplest way to measure customer satisfaction is to directly ask 
customers how satisfied they are with products or services (Nurlinda, 2013). while 
price-conscious, impulsive / careless consumers confused by over-choice have 
higher levels of purchase intent, but high-quality conscious consumers do not reveal 
greater purchase intent (Alavi et al., 2016). Paying attention to customer satisfaction 
represents consumers who can, plan, or be willing to buy a product or service in the 
future. Such increase in purchase intention means an increase in the possibility of 
purchase (Dodds et al., 1991; Schiffman and Kanuk, 2007). The previous studies 
conducted by Purbasari and Permatasari (2018), Alavi et al. (2016), and Kuo et al. 
(2009) find that there was a significant positive relationship between customer 
satisfaction and purchase intention. In addition, Ryu and Kim (2008) found that 
customer satisfaction could partially mediate the relationship between perceived 
value, brand image, and purchase intention. 
2.6.4 Conceptual Framework   
A conceptual framework is a mindset or theoretical thinking steps created 
by researchers to answer research problems that generally appear in questions 
(Zulganef, 2008). The conceptual framework starts from theoretical studies and is 
supported by previous studies. The theoretical basis and previous studies explain 




intention. Based on the relationship between those variables, the model used in this 
study is as follows: 
 Figure 2. 3 Conceptual Framework 
The independent variables in this model are brand image and customer 
satisfaction as the mediating variables, while purchase intention is the dependent 
variable. The relationship between those variables is based on the concept of the 
results of previous studies. The following is a list of previous researchers used as 
the reference for the formulation of the hypothesis in this research: 
H1 : Wang & Tsai (2014); Erdil (2015); Grewal et al., (1998) 
H2 : Ryu and Kim (2008); Dash et al., (2021); Hosseini and Behboudi 
(2017); Dunuwille and Pathmini (2016) 
H3 : Purbasari and Permatasari (2018); Alavi et al., (2016); Kuo et al., 
(2009); Dash et al., (2021 















2.7 Research Hypotheis Formulation   
Zulganef (2008) claims that a hypothesis is a temporary conclusion or 
answer to a research problem formulated based on the conceptual framework. The 
hypothesis serves as a temporary answer to the problem being researched and 
makes the research direction clearer or provides direction for researchers to carry 
out their research properly (Idrus, 2009). Research is an attempt to find or collect 
data and information that will be used to test a hypothesis. 
Based on the findings of the previous studies and the relationship between 
the research variables, the hypotheses of this research formulated based on the 
conceptual framework are presented below: 
H1: Brand image has a significant positive effect on purchase intention. 
H2: Brand image has a significant positive effect on customer satisfaction. 
H3: Customer satisfaction has a significant positive effect on purchase intention. 









CHAPTER III  
RESEARCH METHOD 
 
3.1  Types of Research 
 This study aims to reveal the influence between variables of brand image, 
customer satisfaction, and product purchase intention so this study employed an 
explanatory pattern. The explanation pattern (level of explanation) is a study that 
intends to describe the pattern of the relationship or influence between two or more 
variables, the pattern of the relationship can be symmetrical, causal, and reciprocal 
(Sugiyono, 2009). Therefore, the pattern of influence revealed in this study is the 
effect of brand image on customer satisfaction and purchase intention of customers 
of Semen Gresik products. 
 
3.2 Research Location 
 Research location is where the research process takes place and is carried 
out by the researchers in order to collect the data needed to strengthen real evidence 
in research. This study was conducted on customers of Semen Gresik in Area 1, 
East Java, which involves the areas of Surabaya, Gresik, Sidoarjo, and Mojokerto. 
 
3.3 Population and Research Sample 
 Population is an area of generalization consisting of subjects or objects 
that have certain quantities and characteristics determined by the researcher to study 




were customers of Semen Gresik products in Area 1, East Java, covering areas of 
Surabaya, Gresik, Sidoarjo, and Mojokerto. 
 The sample is part of the number and characteristics of the population 
(Hair et al., 2017). Because of the large population, it is impossible for the 
researchers to study everything in the population. Moreover, it needs to form a 
population representative called the sample. According to Hair et al., (2017), proper 
sample size in the study is 30 to 500 respondents. Then the criteria set with a 
minimum sample of 100 respondents (Hair et al., 2017), the sample is determined 
to represent the region in Surabaya, Gresik, Sidoarjo, and Mojokerto.  
 
3.4 Sampling Techniques 
 The sampling technique in this study employed non-probability sampling, 
which is the sampling technique for each member of the population who does not 
have the same opportunity or opportunity as the sample (Hair et al., 2017). The 
method used in this study is purposive sampling, namely the method of determining 
the sample with certain characteristics of the respondent according to the 
researcher's wishes. The purpose of using this technique is to obtain clear 
information about how the role of the brand image affects customer satisfaction and 
purchase intention. Therefore, the sample taken in this study has the following 
criteria: 
a. Agent, retailer, or shop 
b. Has been a distributor for more than two years (been a distributor since before 
the pandemic) 




The behavior of agents, retailers and shops describes consumer behavior. If the 
number of product purchases by consumers increases in a certain period and the 
economic conditions of that period. Will be a reference for supplies that must be 
prepared in the next period for agents, retailers and shops.  The criteria as agents, 
retailers and stores are used to facilitate data search to get accurate consumers and 
have experienced the benefits of using Semen Gresik. These criteria are adjusted to 
the strategies and activities that are being carried out by PT Semen Gresik, namely 
activities to strengthen synergies with consumers. In this study, Questionnaire data 
has been collected as many as 134 from 4 areas, namely Surabaya, Gresik, Sidoarjo 
and Mojokerto, so that the number already meets the criteria for the sample in path 
analysis research, namely a minimum of 100 respondents. (Hair et al., 2017). 134 
questionnaires have been filled out by respondents with the following details: 
Table 3. 1 Research Respondents 
No Area  Number of Respondents 
1 Surabaya  19 
2 Gresik 36 
3 Sidoarjo 50 
4 Mojokerto 29 
 Total 134 
 
3.5 Types and Sources of Data 
 Sources of data used in this study are divided into two types of data, 
namely (Idrus, 2009): 
a. Primary data; directly obtained by researchers from informants who have 
the information or data. In this study, primary data were obtained directly 
from the source, namely through questionnaires given to the respondents. 




a set of questions or written statements to the respondent to answer. Direct 
distribution of questionnaires is intended for high questionnaire returns. 
b. Secondary data is data obtained from a second source (not the first person) 
who has the information or data. In this study, the secondary data required 
is the annual report or annual report of PT SIG and its subsidiary PT Semen 
Gresik. 
 
3.6 Data Collection Techniques 
 The technique used in data collection in this study employed two methods, 
namely primary and secondary data collection techniques. Primary data collection 
is done by distributing questionnaires to be answered to the prospective respondents 
who are predicted to have the needed, as well as interviews to clarify the answers 
given. Secondary data is obtained through documentation from companies, 
information from the internet, books, or relevant journals to support this study. 
  
3.7 Operational Definition of Research Variables 
 The operational definition of a variable is a definition that makes the 
variables being studied operationally in relation to the process of measuring these 
variables. Kuncoro (2009) states that the operational definition of a variable is a 
definition made specifically according to the testing or measurement criteria. The 
definition of a variable allows a concept that is abstract to be made operationally, 
making it easier for the researchers to take measurements (Sarwono, 2006). The 
operational definition of research is prepared based on theory and previous studies 




is contained through the research questionnaire indicators. The research variables 
are as follows: 
3.7.1 Brand image (X1) 
 According to Iversen and Hem (2008), brand image is a view and also 
thoughts on a product seen from the consumer side. When consumers have the 
desired brand image, the message from that brand will have a strong influence in 
comparing with messages conveyed by other competitor brands. Indicators of 
measuring brand image according to research conducted by Davis et al. (2009); 
Jalilvand and Samiei (2012), are: 
Table 3. 2 The Variable Indicator of Brand Image 
Variable Indicator Item 
Brand image 




Quality Comparison Compared to other products / brands, this 
product / brand has a high quality 
 
History This product / brand has a valuable history 
Product reliability 
 
Customers can reliably predict how this 
product / brand will perform. 
3.7.2 Customer satisfaction (X2) 
 Many experts define customer satisfaction. Day (in Tse & Wilton, 1988) 
defines customer satisfaction/dissatisfaction as customer response to a mismatch 
evaluation (perceived disconfirmation between previous expectations (or other 
performance norms) and the actual performance of the product felt after its use. 
 According to Engel et al. (1990), customer satisfaction is a post-purchase 
evaluation where the alternatives chosen at least give the same outcome or exceed 
customer expectations, while dissatisfaction arises if the results obtained do not 
meet customer expectations. Meanwhile, according to Wilkie (1990), satisfaction 




service. To measure customer satisfaction, this study used an indicator proposed by 
Reynolds et al. (2012) and Alavi et al. (2016), namely: 
Table 3. 3 The Variable Indicators of Customer Satisfaction 
Variable Indicator Item 
Customer satisfaction 
Reynolds et al. 




Satisfied with the decision to buy the 
product 
The same feeling No different feeling about buying the 
same product 
The right purchase 
 
The choice to buy a product is a wise 
choice 
Feelings are right 
 
No guilty feeling about the decision to 
buy the product 
Doing the truth 
 
Doing the right thing by buying 
productsa 
Purchase satisfaction Feel satisfied buying the product 
3.7.3 Purchase intention (Y) 
 Purchase intention can be defined as a possibility that a customer will buy 
a certain product (Wang, 2014). The greater the intention, it means that the 
probability of buying a product will be higher, even though the customer will not 
necessarily buy it. Purchase intention is obtained from a thought and learning 
process of an individual that is formed due to perceptions. The purchase intention 
of an individual/consumer when they want to make a purchase of a product or 
service will create a strong memory for that individual, and in the end, when a 
consumer feels they have to fulfill the need in their minds. Purchase intention in 
this study used the measurement proposed by Wang et al. (2013); Bian and Forsythe 
(2012); and Alavi et al. (2016) as follows: 
Table 3. 4 The Variable Indicator of Purchase Intention 
Variable Indikator Item 
Purchase intention 
Wang et al., (2013); 
Bian & Forsythe 
Buy plan Planning to pay for products in the 
future 
Purchase intention Intend to buy in the future 




Variable Indikator Item 








3.8 Measurement of Variables 
 The measurement scale is an agreement used as a basis or reference in 
determining the interval’s length in the measuring instrument so that it can produce 
quantitative data (Sugiyono, 2009). For the purposes of quantitative analysis, each 
answer has a different weight score. From this scoring process, four scales will be 
used with categories, namely (Widiyoko, 2016): 
a) Strongly Agree - 4 
b) Agree - 3 
c) Disagree - 2 
d) Strongly Disagree - 1 
 The use of a Likert scale with a score of 4 on the grounds of eliminating 
the middle answer category is based on three reasons, namely: (1) the category has 
a double meaning, usually means that it has not been able to decide or provide an 
answer, can be interpreted as neutral, agree or disagree, not agree, or even doubtful, 
(2) the availability of answers in the middle creates a tendency to answer in the 
middle, (3) the purpose of the SS-S-TS-STS category is primarily to see the 
tendency of the respondent's opinion to agree or disagree. The average value of each 
respondent can be grouped into interval classes with the number of classes being 
four so that the intervals are as follows: 
Interval = (max-minimum value) / Number of classes 





These calculations can determine the distribution scale of the respondent's answer 
criteria as follows: 
a) Very low if the variable score is 1 - 1.75 
b) Low if the variable score is 1.76 - 2.5 
c) High if the variable score is 2.51 - 3.25 
d) Very high if the variable score is 3.25 - 4 
 
3.9 Test Research Instruments 
3.9.1 Validity Test 
3.9.1.1 Convergent Validity 
  Convergent validity testing can be seen from the loading factor for each 
construct indicator. The rule of thumb, which is commonly used to assess the 
validity of Convergent, is the factor loading value above 0.7 (Ghozali & Latan, 
2013).  
 The first outer model analysis is to look at the convergent validity. 
Convergent validity test in PLS can be done by looking at the value of each loading 
factor. The loading factor value describes the magnitude of the correlation between 
each measurement item (an indicator in the questionnaire) and the latent variable 
(the construct). An indicator item is said to have met convergent validity if the 
loading score on each path between components (latent variables) and manifest 
variables should be ≥ 0.7 (Jogiyanto, 2016). The table below shows the validation 






Table 3. 5 Loading Factor 
  BI CS PI 
BI1 0.959     
BI2 0.930     
BI3 0.953     
CS1   0.887   
CS2   0.786   
CS3   0.947   
CS4   0.964   
CS5   0.962   
CS6   0.951   
PI1     0.935 
PI2     0.967 
PI3     0.961 
PI4     0.960 
Source: data result with PLS 
 
 
 Table 3.5 has shown that all loading factor values in each indicator have 
a value ≥ 0.7, so that all indicators in this study can be said to be statistically valid 
and can be used in research constructs. 
3.9.1.2 Discriminate Validity 
  Testing the validity of discriminant can be done by looking at the cross-
loading value for each variable that must be above 0.7. The second method used is 
to compare the square root of AVE (Average Variance Extracted) for each construct 
with the correlation between constructs in the model. Good discriminant validity is 
shown from the square root of AVE to be higher than the correlation between 
constructs (Ghozali & Latan, 2013). In addition, the recommended value is greater 
than 0.5. 
 In the discriminant validity test, the parameter used is to compare the roots 
of the AVE of a construct that must be higher than the correlation between the latent 
variables or by looking at the value of cross loading (Jogiyanto, 2016). In the cross-




indicators in other constructs and accumulate in the construct in question. The 
following is the cross-loading value of each indicator: 
Table 3. 6 Cross Loading 
  BI CS PI 
BI1 0.959 0.918 0.876 
BI2 0.930 0.872 0.870 
BI3 0.953 0.917 0.919 
CS1 0.820 0.887 0.825 
CS2 0.734 0.786 0.713 
CS3 0.893 0.947 0.869 
CS4 0.932 0.964 0.932 
CS5 0.932 0.962 0.921 
CS6 0.916 0.951 0.923 
PI1 0.876 0.866 0.935 
PI2 0.918 0.937 0.967 
PI3 0.896 0.905 0.961 
PI4 0.895 0.901 0.960 
Source: data result with PLS 
 
 
 Table 3.6 shows that the value of each indicator in a construct is higher 
than the other constructs and collects in that one construct. So this study can be said 
to have good discriminant validity. 
 The analysis of the outer model in the second stage is to look at construct 
validity. Construct validity is the validity that shows the extent to which a test 
measures the construct of theory that forms the basis for preparation of the test. The 
construct is said to have good construct validity if the average variance extracted 
(AVE) value is ≥ 0.5 (Jogiyanto, 2016). Value AVE ≥ 0.5 means that the probability 
of an indicator in a construct entering another variable is lower than  0.5, so that the 
probability of the indicator converges and enters the construct in question is greater 
than 50 percent (Jogiyanto, 2016). The results of the construct validity test are 




Table 3. 7 Average Variance Extracted (AVE) 
 Average Variance Extracted (AVE) validity 
BI 0.943 Valid 
CS 0.962 Valid 
PI 0.968 Valid 
Source: data result with PLS 
 
 
Based on Table 3.7, it can be seen that the AVE value for each variable in 
the analysis model of this study has a good construct validity value; namely, the 
AVE value is greater than 0.5. 
3.9.2 Reliability Test 
 The reliability test can be seen from the value of Cronbach's alpha and 
composite reliability. A construct can be said to be reliable, if it has Cronbach's 
alpha value, it must be ≥ 0.6, and the Composite reliability value must be ≥ 0.7 
(Jogiyanto, 2016). Composite reliability measures the real reliability value of a 
variable. In contrast, Cronbach's alpha measures the lowest value (lower bound) of 
the reliability of a variable so that the Composite reliability value is always higher 
than Cronbach's alpha value (Jogiyanto, 2016). Cronbach's alpha and Composite 
reliability values for each variable in this study are shown in Table 3.8. 
Table 3. 8 Composite Reliability and Cronbach’s Alpha 
  Cronbach's Alpha rho_A Composite Reliability Conslusion 
BI 0.943 0.944 0.964 Reliabel 
CS 0.962 0.968 0.970 Reliabel 
PI 0.968 0.969 0.977 Reliabel 
Source: data result with PLS 
 
 
 Based on Table 3.8, it can be seen that all constructs in this study have 
Cronbach's alpha value ≥ 0.6 and Composite reliability value ≥ 0.7, means that 
all constructs are reliable. It is interpreted that each construct in the research 




3.10 Data Analysis 
 After the required data has been collected, the next step is to analyze the 
data. The data analysis that the researcher used in this study is quantitative analysis 
through inferential statistics, a statistical technique used to analyze sample data, and 
the results are applied to the population (Sugiyono, 2007). Inferential statistical 
analysis in this study is divided into two analyzes, namely descriptive analysis and 
path analysis with Partial Least Square data processing program. 
3.10.1 Descriptive Analysis 
 This analysis describes or provides an overview of the object under study 
through sample or population data as it is without going through generally accepted 
conclusions (Sugiyono, 2008). Descriptive analysis used the Partial Least Square 
(PLS) program. 
3.10.2 Path analysis 
 The main analysis carried out is to test the path constructs whether it is 
empirically tested or not. Further analysis is carried out to find the direct and 
indirect effects of a set of independent variables on the dependent variable. In 
addition, path analysis is a type of multivariate analysis to study the direct and 
indirect effects of several variables, which are hypothesized as causal variables on 
other variables called effect variables. The causality relationship between variables 
has been formed with a model based on the theoretical basis. The data in this study 






3.10.3. Partial Least Square (PLS) 
 According to Jogiyanto & Abdillah (2009), Partial Least Square Analysis 
(PLS) is a multivariant statistical technique that compares multiple dependent 
variables and multiple independent variables. PLS is a simultaneous based 
structural model equation that can perform measurement model testing as well as 
structural model testing. The measurement model is used to test the validity and 
reliability, while the structural model is used for the causal test (hypothesis testing 
with predictive models). PLS as a prediction model does not assume a causal 
relationship. Therefore, a parametric technique for testing the significance of the 
parameters is not required, and the evaluation model for prediction is non-
parametric. PLS model evaluation is done by evaluating the outer model and inner 
model. 
3.10.4 Evaluation of the Measurement Model (Outer Model) 
To evaluate the measurement model, the Convergent Validity, Discriminant 
Validity, and Composite Reliability tests were used. 
a. Convergent Validity 
Convergent validity relates to the principle that the gauges 
(manifest variables) of a construct should be highly correlated (Ghozali & 
Latan, 2013). Convergent validity testing can be seen from the loading 
factor for each construct indicator. The rule of thumb, which is commonly 







b. Discriminate Validity 
Discriminant validity relates to the principle that the gauges (manifest 
variables) of different constructs should not be correlated with height. 
Testing the validity of discriminant is by looking at the cross-loading 
value for each variable that must be above 0.7. 
The second way is used to test discriminant validity to compare the 
AVE (Average Variance Extracted) quadrant roots for each construct with 
the correlation between constructs in the model. Good discriminant 
validity is shown from the square root of AVE to be higher than the 
correlation between constructs (Ghozali & Latan, 2013). In addition, the 
recommended value is greater than 0.5. 
c. Composite Reliability 
Composite reliability is performed to prove the accuracy, consistency, 
and appropriateness of instruments in measuring constructs. The rule of 
thumb, which is usually used to assess the construct reliability, is that the 
composite reliability value must be greater than 0.7 (Ghozali & Latan, 
2013). From the results of the model evaluation, the rule of thumb can be 
summarized as shown in Table 3.9 below: 
Table 3. 9 Summary Rule of Thumb PLS Measurement Model Evaluation 
 
Source : Ghozali & Latan, 2013 
Testing Parameter Rule of Tumb 
Convergent Validity Loading Factor  Loading factor> 0,7 
 Average Variabce 
Extacted (AVE) 
AVE > 0,5 
Discriminant Validity Cross Loading  > 0.7 for each variable 
 AVE roots were 
compared with the 
correlation between 
constructs 
AVE root> correlation between 
constructs 
 




3.10.5 Evaluation of the Structural Model (Inner Model) 
 Inner model aims to predict the relationship between the hypothesized 
latent variables. The inner model is evaluated by looking at the percentage of 
variance described by looking at the R-Square for each endogenous latent construct. 
The interpretation is the same as the interpretation of OLS Regression. Changes in 
the R-Square value can be used to explain the effect of certain exogenous latent 
variables on endogenous latent variables whether they have a substantive effect. 
The criteria used were 0.75; 0.50; and 0.25 indicate strong, moderate, and weak 
models (Hair et al., 2011). 
 Meanwhile, testing the significance with T-Statistic employed resampling 
procedures such as jacking and bootstrapping to obtain stability from the 
estimation. The significance value used for testing with a significant level of 5% 
(two-sided test) is 1.96, and the one-sided test is 1.64. 
 The summary in the structural model evaluation test (hypothesis testing) 
can be shown in Table 3.10: 







R Square 0,75; 0,50, 0,25 Strong, moderate and weak 
models 
 (Hair et al., 2011) 
F Test 
(Simultaneous) 
Compares F count 
and F table 
Fhit> Ftab = H0 is rejected 




The two-sided test at 
the 5% significance 
level is 1.96 and the 
one-sided test is 1.64 
t> 1.96 or p <0.05, the 
hypothesis is supported 
t <1.96 or p> 0.05 the 
hypothesis is supported 
 





CHAPTER IV  
RESULTS AND DISCUSSION 
 
4.1 Research result 
4.1.1 Statistical Descriptive Analysis 
A. Respondent Characteristics  
The following characteristics of respondents based on their last 
education, age, gender, income, and duration of being an agent, retailer, or 
shop can be seen in Table 4.1: 
Table 4. 1 Respondent Characteristics 
Information Characteristics Frequency Presentase 
Presentase 
Cummulatif 
Education SD 3 2,24 2,24 
  SMP 5 3,73 5,97 
  SMA 70 52,24 58,21 
  D3 3 2,24 60,45 
  S1 52 38,81 99,25 
  S2 1 0,75 100,00 
Old 18-30 23 17,16 17,16 
  31-45 61 45,52 62,69 
  46-59 45 33,58 96,27 
  60-70 5 3,73 100,00 
Sex Male 101 75,37 75,37 
  Female 33 24,63 100,00 
Income 1jt - 10jt 62 46,27 46,27 
  11jt - 20 jt 26 19,40 65,67 
  21jt - 30jt 13 9,70 75,37 





1th - 8th 86 64,18 64,18 
9th - 16th 33 24,63 88,81 
17th-24th 12 8,96 97,76 





From Table 4.1, it can be seen that the characteristics of the 
respondents with an elementary education background are three people or 
2.24%, SMP education background are as many as five people or 3.73%, 
SMA education background are as many as 70 people or 52, 24%, D3 
education background are as many as three people or 2.24%, S1 education 
background are as many as 52 people or 38.81%, and S2 education 
background is one person or 0.75%. These results indicate that the 
respondents have a good quality of education because the majority have a 
minimum education level high school (94.03%), and the remaining 5.97% 
have an education level below SMA. 
Based on age characteristics, it can be seen that the respondents have 
an age range 18-30 years as many as 23 people or 17.16%, respondents aged 
31-45 years as many as 61 people or 45.52%, respondents aged 46-59 years 
as many as 45 people or 33.58% and respondents aged 60 - 70 years as many 
as five people or 3.73%. From these data, it can be seen that the majority of 
respondents have a productive age. These results also show that the agents, 
retailers, or Gresik cement shops are a family group that has entered an 
established age. 
Based on gender characteristics, it can be seen that the male 
respondents were 101 people or 75.37%, while the female respondents were 
33 people or 24.63%. Based on the amount of income in a month, as many 
as 62 people or 46.27% earn Rp1,000,000 - Rp10,000,000, as many as 26 
people or 19.40% earn Rp11,000,000 - Rp20,000,000, as many as 13 people 




24.63% earn > Rp 30,000,000. These numbers show that the majority of 
respondents are agents, retailers, or Semen Gresik shops with established 
incomes. 
Based on the characteristics of experience of being an agent, retailer, 
or Semen Gresik shop, respondents with experience of 1 - 8 years are as 
many as 86 people or 64.18%, a range of 8-16 years are as many as 33 people 
or 24.63%, a range of 17 - 24 years are as many 12 people or 8.96%, and a 
range of > 24 years are as many as three people or 2.24%. These numbers 
show that the majority of respondents have not became an agent, retailer, or 
Semen Gresik shop for too long. 
4.1.2 Hypothesis Test  
1. Outer Model Evaluation 
a. Convergent Validity  
In this study, the convergent validity test was carried out by looking 
at the loading factor value. The provision that is usually used to assess 
convergent validity for confirmatory research is that the loading factor 











Table 4. 2 Convergent Validity Test Results 
  BI CS PI 
BI1 0.959     
BI2 0.930     
BI3 0.953     
CS1   0.887   
CS2   0.786   
CS3   0.947   
CS4   0.964   
CS5   0.962   
CS6   0.951   
PI1     0.935 
PI2     0.967 
PI3     0.961 
PI4     0.960 
Source: Primary Data Processed, 2021 
Based on Table 4.2, it can be seen that all items from the construct 
have a loading factor value (Original Sample) ranging from 0.7 and have 
a significance level smaller than  (0.05) so that all items can be said to 
have an acceptable Convergent Validity level. 
b. Discriminant Validity 
Discriminant Validity relates to the principle that different 
constructs' manifest variables should not be highly correlated. The way 
to test the discriminant validity of the reflective indicators in this study 











1) Discriminant validity using cross loading can be seen in the 
following table: 
Table 4. 3 Cross Loading Result 
  BI CS PI 
BI1 0.959 0.918 0.876 
BI2 0.930 0.872 0.870 
BI3 0.953 0.917 0.919 
CS1 0.820 0.887 0.825 
CS2 0.734 0.786 0.713 
CS3 0.893 0.947 0.869 
CS4 0.932 0.964 0.932 
CS5 0.932 0.962 0.921 
CS6 0.916 0.951 0.923 
PI1 0.876 0.866 0.935 
PI2 0.918 0.937 0.967 
PI3 0.896 0.905 0.961 
PI4 0.895 0.901 0.960 
Source: Primary Data Result, 2021 
 
 
In the table, it can be seen that the cross-loading value of each 
indicator of the relevant variable is greater than the cross loading of 
other variables, then the indicator is said to have good discriminant 
validity. 
2) Discriminant validity by comparing the square root of the AVE for 
each construct with the correlation value between constructs in the 
model. Good Discriminant Validity is indicated by the square root 
of AVE for each construct which is greater than the correlation 
between constructs in the model (Gozali and Latan, 2012). 
Table 4. 4 Discriminant Validity on Research Variable 








Based on Table 4.4, it shows that all research variables are 
declared to have high discriminant validity because they have a 
higher value (AVE root) than the correlation between the variables. 
c. Composite Reliability 
The reliability test was conducted to prove the accuracy, 
consistency, and accuracy of the instrument in measuring the construct. 
In this study, the measure of the reliability of a construct is Cronbach's 
alpha and composite reliability. The provisions used in assessing 
construct reliability are composite reliability values greater than 0.7 for 
confirmatory research. 
Table 4. 5 Composite Reliability (CR) 
  Composite Reliability Keterangan 
BI 0.964 Reliabel 
CS 0.970 Reliabel 
PI 0.977 Reliabel 
Source: Primary Data Result, 2021 
 
 
Table 4.5 shows that all research variables have Composite 
Reliability (CR) values > 0.7. It means that it has high accuracy, 
consistent and precise instrument in measuring the construct. 
2. Evaluation Inner Model 
a. Coefficient of Determination Endogenous Variable  
The endogenous variables in the inner model of the structural 
equation are Customer Satisfaction (CS) and Purchase Intention (PI). 
Table 4. 6 R Square 
 R Square R Square Adjusted 
CS 0.907 0.906 
PI 0.908 0.906 






Based on the R-square value shown in Table 4.6 and after 
multiplied by 100%, the coefficient of determination value for each 
variable is 90.7% for the CS variable and 90.8% for the PI variable. 
These results indicate that the CS variable is influenced by the variables 
in this study by 90.7%, while the remaining 9.3% is explained by other 
variables outside the research model. The PI variable is influenced by 
the variables in this study by 90.8%, while the remaining 9.2% is 
explained by other variables outside the research model. 
 
3. Interpretation of Path Analysis Model 
This study tested four hypotheses on the inner model with the 
following results: 





















BI -> PI 0.411 0.414 0.113 3.623 0.000 
BI -> CS 0.952 0.953 0.015 65.568 0.000 
CS -> PI 0.554 0.551 0.113 4.886 0.000 
Source: Primary Data Result, 2021 
 
 
a. Direct Influence 
The results of the inner model test, as listed in Table 4.7, show 
that: 
1) Brand Image (BI) directly has a positive and significant effect on 
Purchase Intention (PI) with a path coefficient of 0.411 with a t value 
= 3.623 and a significance level of 0.000 which is smaller than  
(0.05). This positive coefficient indicates that an increase in Brand 
Image can encourage an increase in Purchase Intention. Thus, the 
first hypothesis, which states that Brand Image has a significant 
positive effect on purchase intention, is proven. 
2) Brand Image (BI) directly has a positive and significant effect on 
Customer Satisfaction (CS) with a path coefficient of 0.952 with a 
t-value = 65.568 and a significance level of 0.000, which is smaller 
than  (0.05). The positive coefficient indicates that the increase in 
Brand Image can encourage an increase in Customer Satisfaction. 
Thus, the second hypothesis, which states that Brand Image has a 
significant positive effect on Customer Satisfaction, is proven. 
3) Customer Satisfaction (CS) directly has a positive and significant 




with a t value of 4.886 and a significance level of 0.000, which is 
smaller than  (0.05). The positive coefficient indicates that the 
increase in Customer Satisfaction can encourage an increase in 
Purchase Intention. Thus, the third hypothesis, which states that 
Brand Image has a significant positive effect on purchase intention, 
is proven. 
b. Indirect Influence 
The indirect effect is the magnitude of the effect of an exogenous 
construct to an endogenous construct through another endogenous 
construct. The mediation test in the Partial Least Square (PLS) analysis 
is also the output of the inner model analysis. The output of the inner 
model can be generated through the bootstrapping process, and the 
results of the mediation test can be seen in the table of specific indirect 
effects in the output of the PLS inner model. 
The relationship and the effect of mediation can be said to be 
significant if the T-statistics value is greater than 1.96 and the p-value is 
less than 0.05 at a significance level of 5%. At the same time, the 
parameter coefficients indicate the direction of influence by looking at 
the positive or negative of the original sample as well as the magnitude 
of the influence of the independent variable on the dependent variable 





















BI -> CS -> PI 0.527 0.526 0.109 4.843 0.000 
Source: data result with PLS 
Based on Table 4.8, it can be concluded that the indirect effect of 
Brand Image (BI) on Purchase Intention (PI) through Customer 
Satisfaction (CS) with the Sobel test has a path coefficient of 0.527 with 
a T count of 4.843 greater than 1.96 and a significance level of 0.000 
which is smaller than  (0.05). These results prove that Customer 
Satisfaction (CS) mediates the relationship between Brand Image (BI) 
and Purchase Intention (PI). Thus the fourth hypothesis, which states 
that Customer Satisfaction mediates the relationship between Brand 
Image and Purchase Intention, is proven. 
 
4.2 Discussion 
4.2.1 Brand Image has a significant positive effect on Purchase Intention 
This study also shows that the first hypothesis, which states that Brand 
Image has a significant positive effect on Purchase Intention, is proven. It means 
that the customer's intention to repurchase Semen Gresik products in the future is 
influenced by the perception and belief in the Semen Gresik brand. Customers who 
are accustomed to use certain brands tend to have consistency with that brand 
image. Brand image includes the associations that customers have, namely all 
thoughts, feelings, and comparisons – even colors, smells that are mentally 




The quality of product quality of goods offered by manufacturers with 
certain brands greatly affects the high and low levels of brand image (Schiffman 
and Kanuk, 1997). With the brand image, the tendency of customers to buy a brand 
or take actions related to purchases as measured by the level of possibility of 
customers making purchases can be increased (Assael, 1998). These results support 
Erdil's (2015) and Grewal et al. (1998) who found that image has a positive 
relationship to purchase intention, contrary to the findings of Anggraeni (2016). 
In addition, the findings show that in the brand image variable, the quality 
comparison indicator is an indicator that has the highest value than the other items 
even though other items also have high values. With these results, it can be noticed 
that Semen Gresik's products already have an image as a high quality compared to 
similar products. Semen Gresik as the market leader for cement products, especially 
in the island of Java, must continuously maintain a positive brand image, such as 
cement that has the best quality in order to gain confidence in customers’ mind. PT 
Semen Gresik can organize or hold events such as gatherings or media gatherings 
attended by the company and agents, retailers, or shops. Besides that, it can also 
continue the merchandise program as proof that Semen Gresik wants to maintain 
the brand image that it already has. 
4.2.2 Brand Image has a significant positive effect on Customer 
Satisfaction 
This study also shows that the second hypothesis, which states that Brand 
Image has a significant positive effect on Customer Satisfaction, is proven. It shows 
that customer satisfaction with Semen Gresik's products in the future is influenced 




usefulness or benefits associated with the function of a product that can be utilized 
by customers is one of the factors in the formation of a brand image (Schiffman and 
Kanuk, 1997). With the benefits that are really felt by customers, it can increase 
customer satisfaction. 
Hosseini and Behboudi (2017) find that managers improve marketing and 
branding in order to attract and satisfy customers. It shows that the implementation 
of branding by the company can increase customer satisfaction. These results 
support previous research conducted by Dash et al., (2021, Hosseini and Behboudi 
(2017), and Dunuwille and Pathmini (2016) which found that brand image has a 
significant positive effect on customer satisfaction, this is in accordance with the 
theoretical study that has been presented. This result is not in accordance with the 
research found by Lahap et al. (2016). 
This study found that the brand image indicators, namely the comparison of 
quality, product history, and product reliability have a very high value. By paying 
attention to these indicators, it is expected to increase customer satisfaction 
significantly. PT Semen Gresik can give an idea to customers that Semen Gresik is 
a better product than other products with all the features it offers that are packaged 
in an interesting and educative story so as to form a positive product image, thereby 
increasing customer satisfaction. A narrative can be formed by telling the quality 
and reliability of the products owned by Semen Gresik. Thus, this simple narrative 
can be used as the forerunner of the history of Semen Gresik, which will continue 





4.2.3 Customer satisfaction has a significant positive effect on Purchase 
Intention 
This study also shows the third hypothesis which states that customer 
satisfaction has a significant positive effect on purchase intention. This means that 
the customer's intention to repurchase Semen Gresik products in the future is 
influenced by customer satisfaction after using the product. By paying attention to 
customer satisfaction, this represents customers who have the possibility, will, plan 
or are willing to buy a product or service in the future. This increase in purchase 
intention means an increase in the probability of purchase (Dodds et al., 1991; 
Schiffman and Kanuk, 2007). These results support previous research conducted by 
Purbasari and Permatasari (2018); Alavi et al., (2016); Kuo et al., (2009) found that 
there was a significant positive relationship between customer satisfaction and 
purchase intention. However, this finding contradicts the results of research from 
Ramadhan and Santosa (2017). 
In the customer satisfaction variable, the indicator that has the highest 
value is the same feeling when making the first purchase or subsequent purchases 
and the other indicators also have relatively very high values. Overall, it can be said 
that customers are satisfied with everything that is provided by Semen Gresik. This 
must be maintained by PT Semen Gresik so that customer satisfaction can be 
maintained and can increase customer purchase intention. 
4.2.4 Customer Satisfaction mediates the relationship between Brand 
Image and Purchase Intention 
This study also shows that the fourth hypothesis, which states that Customer 
Satisfaction mediates the relationship between Brand Image and Purchase 




Gresik products in the future is directly influenced by the perception and belief in 
the image of the product through the variable level of satisfaction. These results are 
in accordance with previous research by Ryu and Kim (2008) and Alavi et al. 
(2016), who found that Customer Satisfaction can act as a partial mediation in the 
relationship between perceived value and Brand Image with Purchase Intention. 
The results of this study also confirms that Customer Satisfaction is a 
mediating variable of the relationship between Brand image and Purchase Intention. 
There are several reasons why Customer Satisfaction can be a mediating variable, 
namely: 
a. Customer Satisfaction is an intermediary variable between Brand image and 
Purchase Intention because the Customer Satisfaction indicator in this study 
has been able to provide detailed measurements. Therefore, the six indicators, 
namely Purchase Decision, Same Feeling, Right Purchase Decision, Right 
Feeling, Doing the Truth, and Buying Satisfaction Right - can measure the 
level of customer satisfaction with Semen Gresik products. 
b. Semen Gresik as a market leader, especially in Java, makes the product image 
also positive. The image of Semen Gresik's products will always be at the top 
level when compared to other products. It can be shown that the quality 
comparison indicator of Semen Gresik with other products has a very high 
value compared to other indicators. 
c. The findings of previous studies that examined that Customer Satisfaction was 
able to become a mediating variable for the relationship between the influence 
of brand image variables on Purchase Intentions which acted as dependent 





4.3 Research Implication 
4.3.1  Theoretical Implicaton 
This study was conducted based on the findings of previous researchers and 
referred to the research models used. The results of the study are findings that 
contribute to the factors that influence purchase intention, in accordance with the 
results of the study that the findings support previous researchers (Erdil, 2015; Dash 
et al., 2021; Hosseini and Behboudi, 2017; Dunuwille and Pathmini, 2016; 
Purbasari and Permatasari, 2018; Alavi et al., 2016; Kuo et al., 2009; and Ryu and 
Kim, 2008). 
Broadly speaking, this study adopts the research of Ryu and Kim (2008); 
Alavi et al. (2016); and Kuo et al. (2009), which presents a model of the relationship 
between Brand Image, Customer Satisfaction, and Purchase Intention. Each 
independent variable directly affects Purchase Intention as the dependent variable, 
besides that the Customer Satisfaction variable is able to mediate the relationship 
between Brand Image and Purchase Intention so that this finding has similarities 
with previous researchers and supports the findings of Alavi et al. (2016) and Ryu 
and Kim (2008). 
4.3.2 Practical Implications 
It is important that PT Semen Gresik always pay attention to customer 
satisfaction in order to form a repeat purchase intention. It is also required to be 
able to make policies that can be implemented in accordance with the findings in 
this study. PT Semen Gresik needs to pay attention to the findings in this study in 




that area 1 of East Java is the highest sales area of Semen Gresik in East Java, which 
includes Surabaya, Gresik, Sidoarjo, and Mojokerto. In East Java, there are also 
many competitors who are starting to compete for the cement market. Referring to 
the findings of this study, PT Semen Gresik must pay attention to brand image and 
customer satisfaction to be able to form customer purchase intentions on an ongoing 
basis. 
Efforts to improve the brand image of Semen Gresik can be made by 
holding regular media gatherings or gatherings which are also attended by agents, 
retailers, or shops so that they can continue to stick in the minds of consumers about 
the presence of Semen Gresik products as the best quality cement products. Besides 
that, the company is suggested to create a Semen Gresik merchandise program as a 
medium of communication between the company and the agent, retailer, or shop. It 
refers to the results of research that found that the quality comparison indicator on 
the brand image variable has the highest value so that the quality of Semen Gresik's 





CHAPTER V  
CONCLUSION AND SUGGESTION 
 
5.1 Conclussion 
Based on the results of this study, several conclusions can be drawn, 
including: 
1. The better the brand image perceived by the customer, customer's 
purchase intention will increase 
2. The better the brand image perceived by the customer, customer's 
satisfaction will increase 
3. The better the customer satisfaction, the customer's purchase intention 
will increase 
4. Customer satisfaction is able to mediate the relationship between brand 
image and purchase intention. 
5.2 Suggestion 
Based on the research obtained, the suggestion that can be submitted is that 
Semen Gresik can pay more attention to and prioritize factors that can increase 
customer satisfaction and purchase intention. These factors can be seen from the 
items and variable indicators that are the most dominant and have the highest value. 
On the brand image variable, Semen Gresik pays more attention to product quality 
comparison indicators as an alternative way to create a product image that can 
increase customer satisfaction and purchase intention. The customer satisfaction 
variable shows that the customer is satisfied, so PT Semen Gresik must maintain 




satisfaction variable, the researchers found that customers always have the same 
feeling, namely being satisfied with Semen Gresik products on the first purchase 
and subsequent purchases. 
Suggestions for further research are to be able to examine variables outside 
of this study variable because there are still various variables outside the model that 
can affect the results of this study. In addition, subsequent research can also 
examine other products such as Semen Tiga Roda, Semen Tonasa, Semen Singa 












Aaker, D. A. (1991). Managing Brand Equity: Capitalizing on the Value of a Brand 
Name. New York: Free Press.  
Abubakar, M.M., Mokhtar, S. S. M., & Abdullattef, A. O. (2013). The role of long-
term orientation and service recovery on the relationships between trust, 
bonding, customer satisfaction and customer loyalty: The case of Nigerian 
retail banks. Asian Social Science, 10(2), 209-220. 
Alavi, S. A., Rezaei, S., Valaei, N., & Wan Ismail, W. K. (2016). Examining 
shopping mall consumer decision-making styles, satisfaction and purchase 
intention. The International Review of Retail, Distribution and Consumer 
Research, 26(3), 272-303. 
Anggaraeni, M. (2016). Pengaruh Persepsi Label Halal, Citra Merek (Brand 
Image), Dan Word Of Mouth (Wom) Terhadap Minat Beli Ulang Produk 
(Studi Kasus Pada Restoran Solaria Ambarukmo Plaza Yogyakarta). 
Skripsi. 
Arief, A. M. (2020). September Melambat, Produksi Semen 2020 Potensi Anjlok 
Dua Digit. 
https://ekonomi.bisnis.com/read/20201013/257/1304559/september- 
melambat-produksi-semen-2020-potensi-anjlok-dua-digit. Diakses pada 10 
Desember 2020. 
Ashton, A.S., Scott, N., Solnet, D. and Breakey, N. (2010). Hotel Restaurant 
Dining: the relationship between perceived value and intention to purchase”, 
Tourism and Hospitality Research, Vol. 10 No. 3, pp. 206- 18. 
Assael, H. (1998). Consumer Behavior and Marketing Action 6 th edition. New. 
York : International Thomson Publishing 
Blackwell, R. D., Engel, J. F., & Talarzyk, W. W. (1993). Contemporary cases in 
consumer behavior. Dryden Press. 
Dash, G., Kiefer, K., & Paul, J. (2021). Marketing-to-Millennials: Marketing 4.0, 
customer satisfaction and purchase intention. Journal of Business 




Davis, D. F., Golicic, S. L. and Marquardt, A. (2009), “Measuring brand equity for 
logistics services”, The International Journal of Logistics Management, Vol. 
20 No. 2, pp. 201-212. 
Dickson, P.R. and Sawyer, A.G. (1990) The Price Knowledge and Search of 
Supermarket Shoppers. Journal of Marketing, 54, 42-53 
Dodds, W. B., & Monroe, B. K. (1985). The Effect of Brand and Price Information 
on Subjective Product Evaluations. Association for Consumer Research, 12, 
85-90 
Dodds, W. B., Monroe, K. B., and Grewal, D. (1991). Effect of price, brand, and 
store information on buyers product evaluation. Journal of Marketing 
Research, vol. 28, no. 3, pp. 307–319. 
Dunuwille, V. M., & Pathmini, M. G. S. (2016). Brand image and customer 
satisfaction in mobile phone market: study based on customers in Kandy 
district. Journal of Business Studies, 3(1). 
Erdil, T. S. (2015). Effects of Customer Brand Perceptions on Store Image and 
Purchase Intention: an application in apparel clothing. Procedia-Social and 
Behavioral Sciences, 207(20), 196-205. 
Ghozali, I., & Latan, H. (2013). Partial Least Square. Konsep, Teknik dan Aplikasi 
Menggunakan Program SmartPLS 
Grewal, D., Krishnan, R., Baker, JR., & Borin, N. (1998) “The effect of store name, 
brand name, and price discounts on consumers’evaluations and purchase 
intentions”, Journal of Retailing, 74(3): 331-352. 
Hair, J. F., Ringle, C. M., & Sarstedt, M. (2011). PLS-SEM: Indeed a silver bullet. 
Journal of Marketing theory and Practice, 19(2), 139-152. 
Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2017). A Primer on Partial 
Least Squares Structural Equation Modeling (PLS-SEM). Thousand Oaks. 
165. 
Hapsari, R., Clemes, M., & Dean, D. (2016). The mediating role of perceived value 
on the relationship between service quality and customer satisfaction: 
Evidence from Indonesian airline passengers. Procedia Economics and 




Hem, N. M. (2008). Provenance associations as core values of place umbrella 
brands A framework of characteristics. European Journal of Marketing. 
Heung, V. C., & Ngai, E. W. (2008). The mediating effects of perceived value and 
customer satisfaction on customer loyalty in the Chinese restaurant 
setting. Journal of Quality Assurance in Hospitality & Tourism, 9(2), 85-
107. 
Hosseini, S. H. K., & Behboudi, L. (2017). Brand trust and image: effects on 
customer satisfaction. International journal of health care quality assurance. 
Vol. 30 No. 7. , 2017 pp. 580-590 
Idrus, M. (2009). Metode penelitian Ilmu Sosial. Yogyakarta: PT. Gelora Akasara 
Pratama. 
Investigation of Retail Outcomes Comparing Two Types of Browsers.” Journal of 
Business Research 65 (8): 1090–1095. 
Jalilvand, R.M., & Samiei, N. (2012). The effect of electronic word of mouth on 
brand image and purchase intention. Marketing Intelligence & Planning, 
30(4), 460–476. 
Jogiyanto, H. M., & Abdillah, W. (2009). Konsep dan aplikasi PLS (Partial Least 
Square) untuk penelitian empiris. BPFE Fakultas Ekonomika dan Bisnis 
UGM. Yogyakarta. 
Jonathan, S. (2006). Metode Penelitian Kuantitatif dan Kualitatif. 
Yogyakarta. :Graha Ilmu 
Kotler, P (2006). Manajemen pemasaran, jilid I, Edisi kesebelas, Jakarta, P.T 
Indeks Gramedia. 
Kotler, P. (2000). Prinsip–Prinsip Pemasaran Manajemen, Jakarta : Prenhalindo. 
Kotler, P., & Keller, KL. 2012. Marketing Management 3rd edition. New Jersey. 
Prentice Hall  
Kotler, P., & Lee, N. (2005). Best of breed: When it comes to gaining a market edge 
while supporting a social cause,“corporate social marketing” leads the 
pack. Social marketing quarterly, 11(3-4), 91-103. 
Kotler, P., dan Keller. K.L. (2007). Manajemen Pemasaran, Jilid I, Edisi Kedua 




Kotler, P., dan Keller. K.L.. (2009). Manajemen Pemasaran, Jilid 1 Edisi ke 12. 
Alih Bahasa Benyamin Molan. Jakarta: PT. Macaman Jaya Cemerlang. 
Kuncoro, M. (2009). Metode Riset Untuk Bisnis & Ekonomi. Penerbit Erlangga. 
Jakarta. 
Kuo, Y.-F., Wu, C.-M., & Deng, W.-J. (2009). The relationships among service 
quality, perceived value, customer satisfaction, and post-purchase intention 
in mobile value-added services. Computers in Human Behavior, 25(4), 887–
896. 
Lahap, J., Ramli, N. S., Said, N. M., Radzi, S. M., & Zain, R. A. (2016). A study of 
brand image towards customer’s satisfaction in the Malaysian hotel 
industry. Procedia-Social and Behavioral Sciences, 224, 149-157. 
Lee, D., Trail, G. T., Kwon, H. H., & Anderson, D. F. (2011). Consumer values 
versus perceived product attributes: Relationships among items from the 
MVS, PRS, and PERVAL scales. Sport Management Review, 14(1), 89–
101. 
Lokadata. (2020). Kapasitas dan Permintaan Semen Indonesia 2010-2020*. 
https://lokadata.id/data/kapasitas-dan-permintaan-semen-indonesia-2010-
2020-1593061631. Diakses pada 10 Desember 2020. 
Mowen. (1995). Perilaku Konsumen. Pustaka Ilmu : Jakarta. 
Netemeyer, R.D., Krishnan, B., Pullig, C., Wang, G., Yagci, M., Dean, D., Ricks, 
J. and Wirth, F. (2004), “Developing and validating measures of facets of 
customer-based brand equity”, Journal of Business Research, Vol. 57, pp. 
209-24. 
Nurlinda, R. (2013). Pengaruh Customer Satisfaction Strategy. Forum Ilmiah. Vol. 
10 No. 2 
Overby, E. (2015). A Framework For Enterprise Agility And The Enabling Role Of 
Digital Options.  
Peter, P. J., dan Olson, J.C. (2003). Perilaku Konsumen dan Strategi Pemasaran. 
Jakarta : Erlangga. 
Purbasari, D. M., & Permatasari, D. L. (2018). Pengaruh Kualitas Pelayanan dan 
Kepuasan Pelanggan Terhadap Pembelian Ulang. Jurnal Inspirasi Bisnis 




Rahmawati, W.T. (2020). Semen Indonesia (SMGR) proyeksikan permintaan 
semen nasional akan turun 15% tahun ini. 
https://investasi.kontan.co.id/news/semen-indonesia-smgr-proyeksikan-
permintaan-semen-nasional-akan-turun-15-tahun-ini. Diakses pada 10 
Desember 2020. 
Ramadhan, A. G., & Santosa, S. B. (2017). Analisis Pengaruh Kualitas Produk, 
Kualitas Pelayanan, dan Citra Merek terhadap Minat Beli Ulang pada 
Sepatu Nike Running di Semarang melalui Kepuasan Pelanggan sebagai 
Variabel Intervening. Diponegoro Journal of Management, 6(1), 59-70. 
Razavi, S. M., Safari, H., Shafie, H., & Khoram, K. (2012). Relationships among 
service quality, customer satisfaction and customer perceived value: 
Evidence from Iran's software industry. Journal of Management and 
Strategy, 3(3), 28. 
Reynolds, Kristy E., Michael A. Jones, Carolyn Findley Musgrove, and Stephanie 
T. Gillison. 2012. “An 
Rifai, A., & Suryani, A. (2016). Peran customer perceived value pada kepuasan 
pelanggan tiket online. E-Jurnal Manajemen, 5(6). 
Ryu, K., Han, H., & Kim, T. H. (2008). The relationships among overall quick-
casual restaurant image, perceived value, customer satisfaction, and 
behavioral intentions. International Journal of Hospitality 
Management, 27(3), 459-469. 
Sánchez-Fernández, R., & Iniesta-Bonillo, M. Á. (2007). The concept of perceived 
value: a systematic review of the research. Marketing Theory, 7 (4), 427-
451. 
Schiffman, L. and Kanuk, L. (1997). Consumer Behavior, Prentice-Hall, 
Englewood Cliffs, NJ 
Schiffman, L. G. and Kanuk, L. L. (2007). Consumer Behaviour (ninth edition). 
NJ: Prentice-Hall Inc 
Sekaran, U. (2006). Research Methods For Business, Edisi 4, Buku 1, Jakarta: 
Salemba Empat. 
Setiadi, N.J. (2003). Perilaku Konsumen, Konsep & Implikasi Untuk Strategi & 




Sezgen, E., Mason, K. J., & Mayer, R. (2019). Voice of airline passenger: A text 
mining approach to understand customer satisfaction. Journal of Air 
Transport Management, 77, 65-74. 
Sholihin, M., & Ratmono, D. (2013). Analisis SEM-PLS Dengan WarpPLS 3.0. 
Yogyakarta: Penerbit Andi 
Situmorang, P. (2020). Strategi Semen Indonesia Pertahankan Pasar. 
https://investor.id/market-and-corporate/strategi-semen-indonesia-
pertahankan-pasar. Diakses pada 10 Desember 2020. 
Sudarmanto, G. (2013). Statistik Terapan Berbasis Komputer dengan Program IBM 
SPSS Statistic 19, Mitra Wacana Media, Jakarta. 
Sugiyono, P. (1999). Metode Penelitian Bisnis, Cetakan Ke-6, Bandung, CV. Alfa 
Beta. 
Sumarwan, U. (2002). Perilaku Konsumen. Bogor: Ghalia Indonesia 
Sumawarman, U. (2003). Perilaku Konsumen Teori dan Penerapannya Dalam 
Pemasaran. Jakarta Selatan: Penerbit Ghalia Indonesia.  
Supranto, J., & Limakrisna, N. (2007). Perilaku konsumen dan strategi pemasaran 
untuk memenangkan persaingan bisnis. Jakarta: Mitra Wacana Media. 
Thenu, S. (2015). Semen Gresik Tingkatkan Pangsa Pasar di Jatim. 
https://www.beritasatu.com/ekonomi/263520/semen-gresik-tingkatkan-
pangsa-pasar-di-jatim. Diakses pada 10 Desember 2020. 
Trail, G. T. (2018). Theories of Consumer Behavior – Chapter 2. Seattle, WA: Sport 
Consumer Research Consultants LLC. 
Tse dan Wilton (1988). Kepuasan Pelanggan, jilid 2. Edisi ketiga. Klaten : PT. 
Indeks Kelompok Gramedia 
Walsh, G., Shiu, E., & Hassan, L. M. (2014). Replicating, validating, and reducing 
the length of the consumer perceived value scale. Journal of Business 
Research, 67(3), 260–267. 
Wang, Y.H. and Tsai, C.F. (2014). The Relationship Between Brand Image and 
Purchase Intention: Evidence from Award Winning Mutual Funds. The 





Widoyoko, E. P. (2016). Teknik Teknik Penyusunan Instrumen Penelitian. 
Yogyakarta: Pustaka Pelajar. 
Wijayanti, E. (2017). Pengaruh Kualitas Layanan Dan Persepsi Nilai Terhadap Niat 
Ulang Menggunakan Produk Lain Melalui Kepercayaan Anggota Di Kspps 
Bmt Tumang (Thesis, IAIN Surakarta). 
Wilkie, W.L (1990), Consumer Behavior, 2nd ed., John Wiley & Sons. New York 
Zeithaml, V. A. (1988). Consumer Perceptions of Price, Quality, and Value: A 
























Attachment 1 1 : Original Letter of Research 
 
 
 
